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Abstract 
The point of departure of this project took its source within our understanding of the cycling 
culture of Copenhagen. As most of us are regular users of the biking lanes, we noticed numbers 
of behavioral problems among the city’s cyclists, which impact negatively the overall biking 
experience. Based on this utterance, we produced a video with the end-goal of leading biking 
lane users to give thought upon their cycling habits and possibly changing them. By conducting a 
focus group interview, we examined how our target audience perceived the video and its 
message within a socio-cultural theoretical framework. The findings of the analysis helped us 
understand, how our focus group participants made sense of the video, and whether they 
assimilated our intended message. The whole project inscribes itself within the field of audience 
analysis as much as communication planning.  
Summary 
Niniejszy projekt jest analizą opinii na temat filmu dotyczącego kolarstwa w Kopenhadze i może 
stanowić cenny wkład w badania na temat rozwoju warunków jazdy w mieście. Przestrzenne 
atrybuty ścieżek rowerowych w stolicy Danii od lat były przedmiotem zainteresowania władz 
miasta, dzięki czemu dzisiejsza Kopenhaga może poszczycić się jednym z najlepiej rozwiniętych 
systemów ścieżek rowerowych na świecie. Dobrze zagospodarowana infrastruktura ścieżek 
rowerowych nie zawsze ma jednak przełożenie na kulturę poruszających się po niej 
rowerzystów. Ta praca ma na celu zweryfikowanie produktu komunikacyjnego, jakim jest 
krótkometrażowy film na temat niewłaściwych zachowań prezentowanych przez rowerzystów. 
Analiza dokonana została w kontekście zrozumienia i odbioru filmu przez użytkowników 
ścieżek rowerowych, jak i jego wpływu na odbiorców w kontekście refleksji nad własnym 
zachowaniem. Projekt bazuje na danych zebranych w trakcie zogniskowanego wywiadu 
grupowego, zorganizowanego wśród testowej, zróżnicowanej grupy docelowej. Przy użyciu 
teorii reprezentacji i zastosowania oraz gratyfikacji, informacje otrzymane od uczestników 
dyskusji zostały zanalizowane w celu ustalenia stopnia, w jakim odbiorcy są w stanie 
zdekodować przesłanie filmu. Analiza wyników dostarczy informacji na temat tego jak produkty 
komunikacji powinny być tworzone i adresowane, aby jak najlepiej trafiać do odbiorcy. 
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Introduction 
Copenhagen is a city with thousands of bikes and cyclists. In 2012, there were five times more 
bikes than cars in the city area, and the average number of kilometers cycled in a day by all 
cyclists was 1.27 million (The Bicycle Account 2012:4,8). In recent years the city of 
Copenhagen has done a lot in order to become more cyclist-friendly and up until now this has 
mainly meant heavy investments into the biking infrastructure. According to the The Bicycle 
Account (2012:14), 95% of Copenhageners were satisfied with Copenhagen as a biking city in 
2012. However, the survey mainly studied the physical attributes of the city, and not the biking 
experience as a whole, whereas our study wishes to show that there is still room for 
improvement. To merely study the physical attributes of biking is not representative of the entire 
biking experience in Copenhagen, although it plays a major role. 
Drawing from our own experiences, we have noticed that biking in Copenhagen is not always as 
pleasant as it could be. In particular, it is the behavior of the cyclists that is considered rude, 
annoying and even dangerous. Based on these observations, we created a video with the aim of 
making people reflect upon their own behavior on the biking lane, and ultimately changing it. 
Thus, the target audience of the video is people who bike in Copenhagen. 
By conducting a focus group interview we wish to examine how our target audience perceives 
the video and its message. The aim of the analysis is to understand how our focus group 
participants make sense of the video, and if they understand our intended message. In other 
words, we are mainly interested in the potential the video has to make people reflect on their own 
actions and behavior on the biking lanes. 
In order to carry out the analysis, we will use Stuart Hall’s theory of Representation and 
Encoding/Decoding (1997), which will allow us to examine how and to what extent the message 
is transmitted from the sender to the receiver. In addition, applying the Uses and Gratifications 
approach (Windahl et al, 2009), we will analyze the awareness of the needs and motives laying 
within the appreciation of our intended message. At the same time, it will allow us to evaluate 
the possible behavioral changes resulting in the assimilation of our intended meaning. The video 
used in our project should be understood as a test product, as it will help us to assess the potential 
of our product, with a representative sample of our target audience in order to improve the video. 
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The end goal is to reach the widest audience possible, while being understood and 
acknowledged. 
First we will introduce our problem field followed by a problem formulation and sub-questions, 
which present what this study wishes to investigate in relation to the product. Furthermore, we 
will clarify our choice of theory and methods, which will be applied to the results of the focus 
group meeting in the reception analysis. Next, we will provide a description and a link to the 
video, enabling the reader to experience the content of the product. Lastly, we will discuss our 
findings in relation to further research and how we have executed the analysis. 
  
Problem field 
As described, the city of Copenhagen has done a lot to enhance the physical affordances of the 
biking lanes, but has not focused on how the behavior of the cyclist can be improved to enhance 
the biking experience in general. The idea of the project was that this behavioral issue could be 
solved by means of communication; by creating greater awareness among the users on how to 
make the biking experience better for everyone. The video has been created as a communication 
product that should evoke a sense of awareness towards this issue, which ultimately should help 
solve behavioral problems on the biking lanes. However, we need to explore, whether or not the 
target audience understands the video, and moreover, whether or not it can grasp the intended 
message. In order to explore this problem field, we have addressed the following problem 
formulation assessed by two sub-questions.   
  
Problem formulation: What is potential of the video to deliver its intended message to the 
target audience? 
 
Sub-question 1: To what extent does the target audience decode the message of the 
video?    
Sub-question 2: How does the sense of gratification work in the relationship between 
the video and the target audience? 
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Theory 
In the following section, we will elaborate and explain the theoretical framework of our research. 
First, we will present Stuart Hall’s ideas of Representation in relation to his theory on Encoding 
and Decoding. Next, we will introduce the theoretical approach of Uses and Gratification. 
 
Representation – Encoding and Decoding 
In order to analyze our focus group participants’ perception of the video, we found it relevant to 
work with Stuart Hall’s theory of Representation in communication products (1997). Stuart 
Hall’s work allows us to investigate the different signifying practices that the video consists of, 
and furthermore, analyze our focus group participants’ degree of perception of these practices in 
the video. This analysis will result in a part conclusion, concerning whether our intended 
message is perceived clearly by the viewers. Moreover, we will work with Hall’s theory of 
Encoding and Decoding, where the focus is on the intended ‘encoded’ message in relation to 
how the audience perceives or ‘decodes’ it (Schrøder, in press, 3). The purpose is to analyze the 
correspondence between how our target audience perceives biking in Copenhagen, and how we 
have portrayed it in the video; as well as to analyze whether the video creates self-reflection of 
the audience’s own biking practices. 
Hall argues that representation is a product of language, in the broad sense, used by members of 
a culture to produce meaning (Hall, 1997:61). The point is that a representation has a significant 
set of meanings attached to it, depending on the audience’s background, as it serves as a 
foundation for the ability to interpret the representation. 
A representation is thus produced with set of predefined ideas. However, there is a risk of the 
predefined ideas not corresponding with the ones of the audience. This mismatch between 
perceptions could lead to a case of misrepresentation, where the audience does not understand 
the signs, messages and language of the representation, and thus does not absorb the intended 
message. Hall argues that meanings always change from one culture or period of time to another, 
and it is therefore important to accept cultural relativism, when dealing with representation (Hall, 
Asbjørn H. Hansen, Elizabeth R. K.  Jakobsen,  Emilia A. Mansikka,  Jason J. H. Moisio and Katarzyna M. Tarasiewicz 
Page 7 of 44 
 
1997:61). Here cultural relativism refers to the degree of equivalence between perceptions and 
the following need for translation. 
Stuart Hall’s theory builds on constructionism, which allows the researcher to make meaning by 
forging links between different orders of things (Hall, 1997:61). According to Hall (ibid) there 
are three orders that must be linked, namely the world of things (people, events and experiences), 
the conceptual world (the mental concepts) and the signs (arranged into languages that 
communicate concepts). These portray our mental map of meanings and conceptualize how we 
perceive the life world (Hall, 1997:62). Mental maps can also be seen as systems of codes. These 
codes are important in producing an understandable message; therefore the producer must 
encode messages that can be decoded by the target group. 
The approach of Encoding and Decoding might be to oversimplify complex mental maps, but 
Hall’s theory can give a good indication concerning the overall degree of the audience’s 
understanding of the intended message. 
If we look towards Kim Schrøder’s “Reception Analysis”, he writes that Hall’s theories on a 
media text work with a dominant ‘preferred meaning’, which is designed to depict the potential 
influence in the sense-making of a given audience’s reception (Schrøder, in press:3). It is 
important to conduct a thorough empirical fieldwork, in order to convey what meanings the 
audience members can actualize in the context of the view of their social life-world (ibid). If not 
done properly, the consequence might be that the audience does not catch the intended message, 
when decoding mediating material. Moreover, three ways of distinguishing heuristically between 
audience perceptions of the mediated material are a dominant reading, negotiated reading and 
oppositional reading. The dominant reading happens, when the audience easily recognizes the 
communicated codes. The negotiated reading occurs, when there are similar understandings of 
the message, however, an unintended alternative meaning is produced in the mind of the 
audience as well. Lastly, the oppositional reading happens, when the audience either cannot see 
or completely disagrees with the “dominant preferred” meaning (ibid). 
We have found these heuristical typologies relevant for the scope of our project, since the 
typologies provide us with a framework to work with, when analyzing the level of mutual 
conceptualization. This means that we can categorize our focus group participants based on their 
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statements, seen in the light of their previous understanding and experience with our case study. 
To deepen the understanding of the focus group participants, we will apply the Uses and 
Gratification approach. Not only does this allow us to take cultural conceptualization into 
account, but also to look at the cognitive processes in relation to sense-making of the video. This 
leads us to the second part of the theory chapter.   
  
The Uses and Gratification approach 
For the purpose of finding out whether the audience can grasp and recognize our encoded 
message within the video, we need to look at our focus group participants individually and 
investigate their statements. Moreover, we wish to learn which elements of the video give them 
the sense of satisfaction in relation to understanding the signifying practices in the video. 
We perceive the target audience for the video as a defined collectivity, as our intention was to 
reach people, who are somewhat involved in the subject area of behavior on the biking lanes. 
However, communication planners must acknowledge that within collectivity, the audience can 
be seen as a heterogeneous mass with different understandings of messages (Windahl et al, 
2009:196). In addition to this, it is important to investigate the individual Needs and Motives of 
the audience, that will allow it to achieve a sense of gratification (satisfaction) from a message 
when using media (Windahl et al, 2009:199). Furthermore, Needs can be interpreted in various 
ways, and they do not only include basic needs, but they could also be manifested on a more 
abstract level as, for example, experiencing a sense of recognition (ibid). In addition to this, 
several typologies of Motives and Needs exist. They have to be present in the mediated content 
in order for the individual to receive a sense of gratification. These Needs and Motives for 
gratification can be divided into four different categories (ibid). The first is Information, which 
facilitates the need to learn or seek advice from media content. The second is Personal identity. 
Here the audience seeks to improve its personal values or gain a better self-perception. The third 
is Integration and Social interaction, and in this category the audience makes sense of the 
condition of others, seeking to relate to other people’s condition and trying to see where they fit 
into this situation. Finally in the fourth category, Entertainment, the audience can experience a 
sensation of escaping everyday life, relaxing or just filling time (ibid). These categories will 
enable us to see, which of these Needs and Motives are present among the focus group 
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participants and which are not, in relation to the video. Furthermore, it will grant us an idea about 
which elements of the video provide a notion of gratification to the audience in their process of 
sense-making. 
Researchers of uses and gratification theories distinguish between Content gratification and 
Process gratification. The first is concerned with, whether or not the message received by the use 
of media is gratifying, and the second is concerned with the gratification that takes place during 
the mediation of the content (Windahl et al, 2009:200). This means that the Content gratification 
leaves the audience with an experience which they can use in other situations. Whereas the 
Process gratification takes place during the experience of receiving the mediated content, which 
means that the message itself is not a mean for experiencing gratification. 
In relation to this, Windahl, Signitzer and Olson highlight how, according to McQuail (1984), the 
use of media content can distinguished between Cognitive and Cultural (Windahl et al, 
2009:201). Here the Cognitive content of gratification goes beyond the mediated content itself, 
whereas the Cultural progress of gratification only allows the experience of satisfaction while 
experiencing the content of mediation (ibid). However, they argue that both forms of 
gratification can co-exist, although the relationship between the two can in some cases be 
complex (Windahl et al, 2009:202). Often communication planners mistakenly use the Cultural 
approach of gratification, because it usually appears to be more entertaining, and therefore 
creates more attention (ibid). This use will, however, likely eliminate the possibility for 
audiences to gain a sense of Cognitive gratification, because the process of Cultural gratification 
shadows the Cognitive use of the message. Due to this, communication planners are likely to get 
unexpected results (ibid). We are interested in exploring whether or not our focus group 
participants experience that process through our video. The reason for this is that we want the 
target audience to understand the message of the video, but also use the intended message in 
their behavior, after seeing the video. 
From these theoretical approaches we will proceed to our methodology section, which will 
present our methodological approach to the research.      
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Methodology 
In this part of the project, we will first present the methodological approach we have chosen in 
order to answer our research question. Next, we will introduce and explain the use of the focus 
group interview as our method. Finally, a short section on our delimitations, in regards to this 
project, will be presented. The purpose of highlighting the delimitations is to discuss the 
restrictions of our research method and the implications on our overall findings. 
 
Methodological Approach 
The research problem guides the chosen philosophical approach. Therefore, the following 
section elaborates on the philosophical implications and approaches, chosen in order to answer 
the research question. According to Blumberg et al. (2008), the way in which a research study 
should be conducted, is based on the philosophies of science. Research philosophy will help 
clarify and guide the research design of the study (ibid). 
Our starting point is that biking in Copenhagen should be perceived as a culture, which is 
socially constructed by people who actively participate in it, and therefore share meanings (Hall, 
1997:18). We believe that our way of understanding, as the creators of the video, can to a large 
degree differ from how our audience understands the particular elements of the product, due to 
differences in our cultural backgrounds, gender or age. This project will thus draw on social 
constructivism. Social constructivism emphasizes the importance of the interaction between 
people, as practices during which shared versions of knowledge are constructed. Thus, the 
perceived “truth” is a product of social progresses and interaction (Burr, 1995). The 
philosophical perspective will guide the process of investigating the research question, as social 
constructivism can help clarify the research design. 
The project is a deductive exploratory case study of the video. It is deductive exploratory, as it 
seeks to explore the existing theory applied to the case of the video’s potential of delivering the 
intended message (Saunders et al, 2007). A case study can help deepen the understanding of a 
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phenomenon or theory through example and contextuality. That means that a theory is difficult 
to study outside its context, and the context is thus important for undertaking such a study 
(Ghauri, 2004). A case study thus has the advantage that it allows for theory testing (ibid). 
Focus group interview 
In order to analyze how our target group understands our video, and furthermore, reflects upon it, 
we use a focus group interview as the method of gathering data. A focus group interview is a 
qualitative method engaging several participants into a discussion, where ‘the emphasis is upon 
interaction within the group and the joint construction of meaning’ (Bryman, 2008:694). It is 
based on observation and interpretation of informal and semi-structured discussions and 
reflections between people, who have been asked about their opinion on a certain issue (Flick, 
209:195). In this project, the focus group interview seeks to investigate how the group 
collectively makes sense of the experience of watching the video, and how it constructs 
meanings (Bryman, 2008:476). 
When choosing a focus group interview as a tool to analyze audience reception, we focused on 
its main advantage over different qualitative methods, which is the possibility of obtaining 
reliable results due to its informal, relaxed and casual nature (Flick, 2009:203). It is a process of 
challenging each other’s opinions, which may lead to a deeper consideration of the subject, as 
very often participants have to revise their own views during the discussion (Flick, 2009:195-
196). Focus group interview is a useful method for exploring people's knowledge and 
experiences on a certain subject, which enables us to understand how they experience the video. 
Delimitations 
In this project we are interested in different possible receptions of the video. We do not embed it 
within the constructive process of a communication campaign, but we are only interested in the 
communication process taking place when a message is shared with a target audience. In order to 
do so, we chose to focus on qualitative research, as we wanted a thorough analysis of the 
mechanisms taking place within the creation of meaning by our audience. 
We must acknowledge, that there can be a chance that the participants of the focus group 
interview might have been constrained to a certain degree, in relation to how they express 
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themselves, as the interview was conducted in their second language. Moreover, the participants 
all have a social tie to the members of this project group, which could have affected their 
expressions towards the video content. To meet this delimitation, we underlined the importance 
of the participants’ truthful experience of the video in the beginning of the focus group interview. 
 
Description of the video   
Link to the video:   
https://www.youtube.com/watch?v=RBKGZqsXfgg&list=UU_rU-rVMbZt7tcyhAve5G5g 
In order to carry out the analysis on how the video is perceived, we find it necessary to provide a 
short description of it. We wish to provide insight into the content of the video and justify, why 
we have chosen to use the specific elements in the video. The description can be divided into two 
parts, namely the introduction and the use of stereotypes. 
First, in the introduction we provide various cover scenes of Copenhagen and its biking lanes, 
thus enabling the viewers to see something familiar to them and moreover, to contextualize the 
video with Copenhagen and cycling. We found it convenient to draw a parallel idea of the jungle 
law, in the sense that ‘it is every man for himself’ on the biking lanes in Copenhagen. This was 
included in the video by using elements such as African drum music throughout the video, 
monkey sounds and an animal documentary-like narrator voice. By using these elements, we 
were able to refer to the biking lane and the cyclist with jungle-related, metaphorical language. 
In between portraying Copenhagen and its busy biking life in various scenes, we have provided 
short clips, where one of our characters is preparing himself for biking in the city. 
Second, the video introduces different types of behavior on the biking lane. This part of the video 
aims at conveying the message that nobody acts flawlessly, when they bike. Our four characters 
represent some of the stereotypes we, as creators, perceive as problematic on the biking lanes of 
Copenhagen. 
Firstly, we introduce ‘The Phoner’, who is very attached to his mobile phone and always uses it 
while biking. We can see him biking and talking or texting at the same time, which affects other 
cyclists on the lane, as using the phone influences the way he bikes.  
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Second, we introduce the ‘The Øko-mom’, who is riding her big Christiania bike, trying to avoid 
drains on the biking lanes. Hereby, she is taking even more space than usually. Third, we present 
‘The Spring Biker’, who has not been cycling during the winter, so she cannot remember how to 
act in the traffic, and has forgotten all the rules and signals. Finally, our fourth character is the 
‘Regular Idiot’, who is the one seen already in the introduction. He differs from the other 
characters in the sense, that he is viewed in a mysterious way, as his face is not shown until the 
very end of the video. He is an important link between all the other characters, as we can observe 
them partly through his eyes. 
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The first-person perspective is provided by using the GoPro camera, as can be seen in the 
following screenshot:  
 
By exaggerating the characteristics and actions of the stereotypes in a humorous way, we wanted 
to catch the audience’s attention. 
Displaying the first three characters in the video follows the same pattern, as each of them gives 
a short self-introduction and explains what they do and do not like about cycling. In the 
meanwhile, they are being labeled with the stereotypical names mentioned above. The ‘Regular 
Idiot’, however, is labeled only at the very end of the video, and by this we wanted to highlight 
that annoying behavior on the biking lane does not only concern breaking the rules of safe 
biking, but also has a lot to do with one’s attitude. The video ends with the following written 
message: ‘How do you bike?’, followed by the sub-message: ‘Think about how you can make it a 
better experience for everyone on the biking lane’. 
 
 
 
 
Asbjørn H. Hansen, Elizabeth R. K.  Jakobsen,  Emilia A. Mansikka,  Jason J. H. Moisio and Katarzyna M. Tarasiewicz 
Page 15 of 44 
 
Findings and Analysis 
For the purpose of the analysis we will look at the focus group participants’ socio-cultural 
background, which will enable us to see their potential to decode the intended message of the 
video. This will be done in the context of Stuart Hall’s ideas of representation (1997), because it 
will help us understand which signifying practices in the video are perceived as intended. This 
should ultimately give us an idea to which reading each participant belongs to in relation to 
Hall’s theory of encoding and decoding. First we will give a description of how the focus group 
meeting was executed, and secondly we will look at encoding in relation to our description of 
representation of the video. Thirdly we will look at each participant and their socio-cultural 
background as means for being able to relate to the video, and lastly we will categorize each 
participant into a dominant-, a negotiated- and or an oppositional reading. 
 
The Focus Group interview 
The focus group interview took place in an informal setting with a moderator who supervised the 
discussion. We started with a round, where everyone introduced themselves and shared their 
general impression of the Copenhagen biking lanes. Next, we showed them the video. The 
participants told us what they thought about the video, which resulted in a discussion about 
different problems about biking in Copenhagen. The interview was audio-recorded and took 
approximately half an hour. 
There were five participants from different socio-cultural backgrounds, as we wanted to ensure 
having a comprehensive sample of the target audience. Our first participant was Johnny, a 21 
year-old exchange student from Barcelona, who has been living in a smaller town close to 
Copenhagen for a few months. He mainly uses his bike outside the city. The second participant 
was Kelly, a 23-year-old exchange student from Frankfurt, who has been living in Copenhagen 
for a few months. She uses her bike almost daily. Our third interviewee was Kate, a 27-year-old 
Danish woman, who lived in Copenhagen for 7 years, but has just recently moved to a smaller 
town. She bikes every day. The fourth participant was Benny, a 63-year-old Danish man, who 
has been biking in Copenhagen nearly every day all of his life. Finally, we had Henry, a 60-year-
old Danish man, who lives in Copenhagen but never uses a bike. 
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Encoding 
As the starting point of encoding comes from the idea of representation (Shrøder, in press:3), the 
signifying practices in the video derive from how we, as the creators of the video, perceive the 
biking lane. The video was created based on our own biking experiences and observations of 
how Copenhageners bike. The most commonly recognized behavioral patterns were then 
transferred to the video. Thus, the video is an expression of our representation of the biking lane.   
Earlier, we have provided a description of the video, where we also justified the choice of certain 
practices. In other words, the process of encoding can already partly be seen there. Here, 
however, we will summarize and focus on the main ideas present in the video, namely the uses 
of stereotypes, the jungle theme and humor. In addition, we will look at the twist at the end of the 
video. 
First, by presenting different behavioral patterns through stereotypes, we aimed at enabling the 
audience to recognize situations that are familiar to them, and furthermore, to even see 
themselves in some of the stereotypes. The aim was to make the audience think about their own 
behavior. Even though the actions of the stereotypical characters are exaggerated, the situations 
are nevertheless something we perceived as possible to come across in everyday life. This means 
that we wanted to transfer our own experiences of the biking lane to the video, because we 
believed our audience would see it in the same way. 
Secondly, we included the jungle theme, which was mainly actualized through the use of African 
music, monkey sounds and the animal documentary-like narrator voice in the introduction. It 
allowed us to use metaphorical language and describe the culture on the biking lane as chaotic, 
wild and even dangerous. 
Thirdly, by including elements of humor, we wanted to make the video entertaining and 
engaging for the audience. Humor in the video is mainly indicated in the exaggerated 
characteristics of the stereotypes and in the use of jungle metaphors, when referring to the 
characters as creatures. This was ultimately done in order for us to keep the audience’s attention 
throughout the entire experience of watching the video. 
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Finally, the twist at the end of the video is a crucial point in our encoded message. In the final 
scene, the mysterious cyclist is labeled humorously as ‘Regular Idiot’. Because the scenes are 
often seen from first-person perspective of the mysterious cyclist, we assumed that people would 
more easily relate to him. However, by labeling him at the end, we are reducing him to being just 
another annoying character. This is very essential, as the viewers should, especially through his 
character, realize that they are not perfect on the biking lane. 
Now that we have clarified how the message is encoded in the video, we will examine how the 
audience decodes this message. Furthermore, our aim is to find out to what extend the focus 
group’s conceptualization of representations differs from ours, in order to find out if the intended 
meaning is understood, and why or why not. 
  
Decoding 
In the following section we will study the participants of the focus group. Taking into account 
the participants’ varying socio-cultural backgrounds, we will now examine the ways in which 
they decode the intended message of the video. This will be done by looking at every participant 
individually. 
The first participant to be analyzed is Johnny. He states that the biking culture in Barcelona is 
very different from what he has experienced in Copenhagen. In his experience, biking is 
considered as a sport in Barcelona, so Johnny did not perceive biking as a necessary activity 
requiring any application of rules, like it does in Copenhagen (Appendix 1, 2014:36). Therefore, 
when watching the video, there is a great possibility that his understanding of the signifying 
practices within the video, might not correspond with the intended message. As we will see in 
the quotation below, he finds the system of the biking lanes in Copenhagen different to what he 
is used to. He says that ‘it is interesting thing that car lanes and bike lanes are physically 
separated from each other in most of the cases’ (Appendix 1, 2014:33). It shows that his 
understanding of what is happening on the biking lanes in Copenhagen differs from what he is 
used to in his home country. According to Hall’s theory (1997), Johnny’s mental 
conceptualization of biking will be misrepresented to the representation in the video, and 
therefore the encoded message is lost in the translation. Finally, the identification of the different 
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critical situations acted out by the characters in the video, does not correspond to his perception 
for the purpose of biking in general. We saw this in the focus group, when he stated that biking is 
about getting from A to B, regardless of bad experience caused by behavior during the ride 
(Appendix 1, 2014:34). We see that the mismatch in preformed perceptions of biking makes it 
impossible for Johnny to decode the message as it was intended, namely to improve the 
behavioral experience on the biking lanes in Copenhagen. Johnny’s background and attitude 
towards biking make it impossible for him to consider behavioral patterns when biking, 
including his own. This puts Johnny in Hall’s category of negotiated or even oppositional 
reading, where the mismatch between cultural backgrounds creates an unintended alternative 
meaning or even creates a complete disagreement. 
Next, we will analyze how Kelly perceives the message of the video. She explains that in 
Frankfurt, cars are the ones that determine the safety of the cyclists. She furthermore states, that 
if you follow the biking rules in Copenhagen, you can feel quite safe, although they can seem 
confusing at first. This clearly shows that there is a different perception of the biking culture in 
Frankfurt compared to Copenhagen, from a safety perspective (Appendix 1, 2014:33). 
Furthermore, she is describing how foreign the ‘biking language’ of Copenhagen was to her, and 
the confusion that she experienced. Even though her socio-cultural background differs from the 
established culture existing in Copenhagen, she stresses that it is easy to adopt the language from 
the other cyclists on the biking lanes (Appendix 1, 2014:33). According to Hall, Kelly has 
become a part of the Copenhagen biking culture, as she feels that she understands it and is a part 
of it. This position provides Kelly with a greater chance of decoding the intended message in the 
video, than what we have seen in the case of Johnny. Kelly thus falls within the dominant or 
negotiated reading categories. There is a good chance of her easily recognizing the 
communicated codes, however, there might be some degree of mismatched perceptions. From 
this we will proceed to look at Kate and her conceptual foundation for perceiving the video. 
Kate considers herself an experienced cyclist as she has been biking in Copenhagen for 7 years. 
She perceives biking as irreplaceable in everyday life, as she uses her bike to deliver her 
daughter to daycare every morning (Appendix 1, 2014:36). Kate thinks that the city has done a 
lot to provide the residents of the city with satisfactory and convenient conditions for biking. She 
considers the physical attributes of the biking lanes as ‘excellent’; however, in her opinion the 
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city of Copenhagen could consider other factors, which might have a positive influence on the 
biking experience (Appendix 1, 2014:33). She elaborates by discussing how people behave on 
the biking lanes, stressing that it can strongly influence others. She refers to the Danish culture as 
being the reason for the negative behavior among cyclists in Copenhagen. In her opinion, all that 
cyclists care about is their own schedule, which makes them behave carelessly (Appendix 1, 
2014: 39). Hall argues that the conceptualization of things is created between people (Hall, 
1997:24). In addition to this, there is a language attached to the biking culture in Copenhagen, 
and within this language there is a set of rules that should determine the behavior on the biking 
lanes. From her experience, excellent biking facilities do not necessarily ensure a good biking 
environment. Kate mentions that she has experienced people being intolerant towards her, for not 
entirely following the rules. In relation to her perception of the Copenhagen biking culture, she 
has good chances of decoding the intended message, because she tells us that she has seen 
elements of the various stereotypes in her everyday life. This places Kate within the dominant 
reading category. 
The next participant, whose understanding is to be assessed, is Benny. He has been biking in 
Copenhagen for the past 45 years, as his bike is his main mean of transportation. He shares 
Kate’s understanding of the biking situation in Copenhagen, as he considers biking in 
Copenhagen quite safe due to suitable, separate biking lanes (Appendix 1, 2014:33). Moreover, 
he  identifies the disturbing behavior represented by other cyclists as the biggest problem on the 
biking lanes in Copenhagen. He expressed that opinion by saying that ‘some of them [cyclists] 
are going bloody fast and don't take care of other people and they are so fucking egoistic, so to 
say’ (Appendix 1, 2014:38). He highlights that there is a lack of understanding between people 
on the biking lanes; arguing that other participants of the bike traffic get angry, when he cannot 
hear their bell (Appendix 1, 2014:36). From this statement we can understand, that he feels that 
there can be a communication problem between the cyclists. However, he mostly addresses cars 
as the main problem in traffic that influences cyclists, as he feels that the car drivers do not care 
enough about the cyclists. Additionally, he mentions that he can be rude in traffic as well. 
However, he addresses his anger mostly towards cars (Appendix 1, 2014:7-38). Benny also 
discusses cultural differences concerning biking, and talks about his British girlfriend, who has 
biked both in London and in Copenhagen. She was not aware of the rule, which specifies that 
when a bus stops, it is the people descending the bus, who have the right to go first and cyclists 
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should stop (Appendix 1, 2014:35). In this case, depending on their cultural background, one 
may experience difficulties in recognizing the signs, which should be understood, adopted and 
followed in order to create a better biking experience for everyone. The reason is that the 
language used by different groups might vary according to different linguistic and conceptual 
systems. This is what Hall would refer to as the usage of codes, which are necessary in the 
process of translating and understanding signs, and thereby creating meaning (Hall, 1997: 29). 
Benny’s girlfriend, who originally did not understand the language of the biking lanes in 
Copenhagen, did not obtain the codes crucial for making sense out of the rules. Her socio-
cultural background is significantly different from that of a regular Copenhagener, who is most 
likely used to biking in the city. This caused her confusion and misunderstanding with respect to 
local biking rules. Ultimately, this can be seen as an example of Benny making sense of the 
video through his girlfriend’s experiences, and that is why he sees this as a crucial point to 
address in a video for behavioral change. From all of his statements we can see that he has the 
potential to decode the intended message, because he has 45 year of experience and recognizes 
behavioral problems between cyclists. However, we must also state that the video focuses solely 
on the relationship between cyclists, while he sees cars as the biggest problem in the conditions 
for cyclists. This places Benny within the dominant reading category. 
The last person who took part in the debate was Henry, who does not bike, however, he uses his 
car for transportation in Copenhagen. According to him, cyclists can be as annoying as car 
drivers and pedestrians, because they all think: ‘I have my right, I’m gonna stick to my right’ 
(Appendix 1, 2014:37). He argues that this is the reason, why there is so much confusion on the 
biking lanes, which subsequently leads to people getting angry. Hall would argue, that his way of 
perceiving the biking culture is exceptional among the participants due to the fact that he does 
not directly belong to the biking collectivity. It shows clearly that he does not share the same 
‘biking language’ system, which is reflected in divergences in his point of view. In relation to 
Hall’s idea of cultural sense-making, Henry does not have a good chance of decoding the 
intended meaning of the video, because the video does not address that there is a problem 
between car drivers, cyclists and pedestrians. However, the undisciplined behavior of the cyclist 
was understood as he points out that we made good effort in trying to discipline them (Appendix 
1, 2014:34). In this light, we can assume that Henry has been recognizing the main 
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communication problem that we are trying to tackle with our video. With this argumentation, we 
would argue that Henry falls in the negotiated reading category. 
In conclusion of this part of our analysis, we demonstrated that the degree of sense- making of 
our signifying practices by the participant of our focus group, depends on their socio-cultural 
background. In the light of our findings, and according to Hall (1997), we can heuristically infer 
that the reading of our video was very broad, as the focus group entailed people with an 
oppositional, negotiated and dominant reading. 
 
Uses and Gratification Approach                                     
We will now narrow down our research analysis with the uses and gratification approach. This 
will be done in order to find out what mechanisms are behind the processes of 
assimilation/rejection of the conveyed message of our signifying practices. Each participant, as 
mentioned earlier, had a different degree of understanding of the message, depending on their 
socio-cultural background and biking experience. Consequently, we will use the four categories 
of motives and needs (described in Windahl et al, 2009:199). This will allow us to differentiate 
the reason of the contrasting sense-making procedures among participants. This will 
consequently determine the relevance of our video as a possible message carrier inscribed within 
cognitive or cultural gratification. 
When Henry says ‘I like the objective of the disciplining bicyclists’ (Appendix 1, 2014:34), he 
directly relates to his own personal identity, which refers to his own set of values. Following the 
categorization, we can argue that Henry is searching for a model of behavior, which he discovers 
within the stereotype of the ‘Regular Idiot’. This means that the video portrays this character as 
how Henry perceives cyclists in general. Moreover, he has a certain understanding of the biking 
lanes, but from the perspective of a car driver: ‘it is very very frustrating sitting there on a light, 
making a turn and have a bicycle come by and clap his hand firmly on the roof’ (Appendix 1, 
2014:37). He cannot relate to the communication problem from a cyclist point of view. He does 
not recognize the behavioral problem as strictly to the biking lanes, but more accordingly to 
relationship between cars, cyclists and pedestrians. This makes him oblivious to the cyclists’ 
needs and behavior, and reflects on his incapacity to relate to them. Therefore, he cannot achieve 
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the feeling of gratification, which is crucial for a full comprehension of the message, as in his 
opinion the main problem is the lack of understanding between cyclists, car drivers and 
pedestrians in Copenhagen (Appendix 1, 2014:34). He adds: ‘I think we should split the traffic 
and have cars going by themselves, bicycles going by themselves and pedestrians going by 
themselves’ (Appendix 1, 2014:38). If we had included the dichotomy between cyclist and the 
rest of the traffic in our video, Henry would have felt more satisfied. Nevertheless, he considers 
the video enjoyable: ‘I think it is very very good film you have made. Very good’ (Appendix 1, 
2014:34). This means he has gained sense of gratification related to entertainment. 
Kate, on the other hand, is more driven by the message through the motive of integration and 
social interaction, as she says that she can relate to the stereotypes introduced in the video 
(Appendix 1, 2014:38). She recognizes all depicted stereotypes and understands the need of 
setting the basis for a better communication between cyclists, as miscommunication can ruin her 
day. (Appendix 1, 2014:38). At the same time she associates her personal identity within the 
different characters: ‘Me at least, I have a really hard times seeing myself in just one stereotype. 
Probably a mix between the mom and the idiot’ (Appendix 1, 2014:38). Within this prospect she 
satisfies her motive for self-acknowledgement and finding models of behavior. However, in her 
case the video failed to create a satisfactory motive fulfilling her need for security. This can be 
seen as she states that we should have included ‘some of the situations where things actually 
always go wrong’ (Appendix 1, 2014:39) like the situational problem of the cyclists not halting 
at a bus stop, when passengers are exiting (Appendix 1, 2014:35). In general, we can say that 
Kate understood our message, because she found diverse needs to fulfill her gratifying 
experience through the video. 
Kelly also grasps a good understanding of the video’s message. Because she can be considered a 
beginner in the biking culture, her need for integration and social interaction is still strong. She 
can relate to some stereotypes: ‘I think it is also interesting that you are introducing the 
stereotype of people who are on the phone, while they are biking because this is something I 
have recognized here in Copenhagen’ (Appendix 1, 2014:34). However, she has experienced 
particular situations to be confusing in the traffic, when she first started cycling in Copenhagen 
and therefore has, up to this time, the need for information in order to gain knowledge of biking 
in the city: ‘What I think is dangerous sometimes are the motorcyclists on the bike lane but I 
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don’t know if it’s allowed…?’ (Appendix 1, 2014:36) and ‘there are signs that you has to put 
your hand up when you are stopping those things I had to copy from the others because nobody 
told me’ (Appendix 1, 2014:33). As our message is not educational, she is not feeling the sense 
of satisfaction within the category of needs of gratification. 
In contrast, Benny, who calls himself ‘the most experienced biker’ (Appendix 1, 2014:32) of the 
focus group, finds a sense of gratification, when his need for entertainment is fulfilled. He 
explains ‘I really like the way it was starting with explaining about wonderful Copenhagen’ 
(Appendix 1, 2014:35). However, he can also relate to the presented behavioral problems and 
their implication in the general experience of riding a bike in the city, since he can see himself in 
all stereotypes (Appendix 1, 2014:37). This can be associated to a gratification experience 
through the fulfillment of the motive of making it possible to relate to others, within the need of 
social interaction and integration. In spite of that, Benny does not understand our message: ‘You 
have a message? I can’t see the message’ (Appendix 1, 2014:37). So despite his relatively good 
grasp of the problems, he still does not understand the message. In order for Benny to fully 
experience the gratification process, the video had to incorporate one more stereotype. He states 
that the stereotype we are principally missing is the ‘racing bike’ which goes ‘bloody fast’, as he 
mentions several times during the interview (Appendix 1, 2014:35).   
In conclusion to the analysis following the typology of needs and motives, we have exemplified 
what needs and motives the participants have in relation to the behavioral campaign of biking in 
Copenhagen. This has been shown in relation to their experience concerning biking culture in 
Copenhagen and in general. This allows us to determine the individual reasoning behind how the 
participants make sense of the video, and it also indicates, which elements of the video work. In 
the next part of our analysis we will specify the capacity for the video to gratify our audience. 
 
Cognitive gratification or cultural gratification 
Now that we have clarified different needs and motives of the participants of the focus group 
meeting, we will explore the cognitive and cultural sense of gratification within the group. This 
will help us understand the group’s placement within the categories of reading, and how 
cognitive and cultural gratification work in the video. This should ultimately lead us to 
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identifying whether the video has the potential to convey our intended message, which seeks to 
make a change in behavior. 
As mentioned earlier, we wanted to see whether or not the participants would understand and 
even reflect upon our intended message. Ideally, this should lead to a cognitive sense of 
gratification, which eventually could change their behavior on the biking lanes. We discovered 
that some of the participants could recognize parts of themselves in the video, and that some did 
not relate to the stereotypes and situations represented in the video. From the focus group we can 
see that Henry is entertained throughout the video: ‘I think it a very very good film you have 
made. Very good. And I like the objective of the disciplining bicyclists’ (Appendix 1, 2014:34). 
The quotation above shows us that he likes the video, and that he finds satisfaction within the 
content of it. As we have discussed earlier, Henry’s understanding of the biking culture is created 
from the view of a car driver, who sees cyclists as irresponsible and careless. This taken into 
consideration, the reasoning behind his amusement with the video becomes clear as the video 
makes fun of cyclists and their poor behavior. In other words, he experiences a sense of cultural 
gratification because the video also seeks to discipline the cyclists of Copenhagen. However, he 
does not entirely agree with the intended message, as we have seen that he several times 
mentions that the video should be addressing the relationship between, cyclists, pedestrians and 
cars in order to find it sufficient (Appendix 1, 2014:34). Therefore, we can conclude that there is 
no sense of cognitive gratification taking place with Henry, which means that the video in this 
case solely has served as entertaining content. 
Another good example of cultural gratification without cognitive gratification is the case of 
Benny, who bikes in Copenhagen every day, but unlike Henry, Benny is closer related to the 
cyclists of the city being one himself. ‘I really like the way it was starting with explaining about 
wonderful Copenhagen, and then you turned over to these different kind of cyclist of 
Copenhagen, it was quite good” (Appendix 1 2014:35). However, as we see in the following 
quotation, he simply does not grasp the intended message of the content: ‘But I’m a little bit 
doubtful of what you are trying to explain with the movie. You have a message? I can’t see the 
message’ (Appendix 1, 2014:37). It is obvious that he does not understand the intended message 
of the video, and therefore the cognitive process cannot take place, as he has not gained anything 
from the video, other than the entertainment experience. This is a very critical discovery in 
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relation to the fact, that Benny belongs to the target audience of people who bike in Copenhagen. 
Therefore, we must assume that he will not change his behavioral patterns for the better, as a 
result of the video. We must conclude that the way, in which he decoded the message did not 
correspond to the way it was intended. 
We must take Benny’s notions of what the video lacks into account when aiming to improve it, 
as we have learned that he seeks traffic advice instead of entertaining stereotypes. The bus 
situation mentioned earlier is a good example of what Benny would find relevant to address in a 
behavioral video. This would create a sense of cognitive gratification, because he sees this as 
useful knowledge for people to gain. He mentions his girlfriend from England, who does not 
understand what to do in the situational relationship between busses and bikes (Appendix 1, 
2014:35). 
Yet another example of the lack of cognitive gratification from the focus group interview is that 
of Kate. She says: ‘It’s different with communication, because if you use stereotypes you always 
get some kind of response. You always know that people will laugh because this is totally 
exaggerated on this type or that type. But it gets people’s attention’ (Appendix 1, 2014:39). She 
emphasizes that the use of stereotypes always creates attention when used in an exaggerated 
way, and the humor enables the audience to laugh and to be entertained. As we can see, she 
experiences a sense of cultural gratification as well, because she is entertained by the stereotypes 
in the video. However, in order for a sense of cognitive gratification to take place in her case, the 
video should also have portrayed situations in which people can relate to or learn from, as she 
points out (Appendix 1, 2014:39). Furthermore, she argues that the reflection of self-behavior is 
more likely to take place, if the video showed situations where things go wrong (Appendix 1, 
2014:39).  Kelly shared this perception, as she stressed that it would be good to show everyday 
situations from the biking lane, where the audience can see examples of what to do in different 
situations  (Appendix 1, 2014:39).   
From this we can see that there is a coherent request for a cognitive gratification to take place 
during the experience of watching a video for behavioral change. This means that all participants 
seek information about how to act in different situations, where it is unclear how one should act 
accordingly to the language of the biking culture. In addition to this, it must be mentioned that 
both Henry and Johnny do not consider this, because they do not fit the target audience of a 
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video. Furthermore, this will lead us to look at the relationship between the cognitive process and 
the cultural process, which will be investigated in relation to our previous discoveries of the 
analysis. 
As we have learned from the uses and gratification approach, the relationship between a sense of 
cultural gratification and cognitive gratification can be somewhat complex (Windahl et al, 
2009:202). The ideal relationship between the two terms of gratification is when they can co-
exist in the mediated content (ibid). This means that the audience should be entertained by the 
content, but also having the feeling that they experienced something they can use outside of the 
context of the video itself. Kate is the only participant who had this experience to a certain 
degree, as she states: “I would think about it probably for days. For some days” (Appendix 1, 
2014:38), when she was asked whether or not she would think about her behavior as a result of 
watching the video. Moreover, she did not herself come up with this statement, but actually 
mentioned it when she was told to think about it. From this we can derive, that the cognitive 
gratification did not entirely take place as a result of watching the video. Furthermore, either 
Benny or Kelly could understand the intended message, which excludes them entirely from 
having a sense of cognitive gratification. Taking all this into consideration, we can conclude that 
the video focuses too much on keeping the attention of the audience rather than educating them. 
This assumption fits well with the generally often seen problem, that the cultural gratification 
shadows the possibility for a cognitive gratification to take place. We can see that this has also 
been the case in our research of the video’s potential, which means that the intended message has 
not been perceived. From this part conclusion, we will now proceed to a discussion, where we 
will look critically at our case of research. 
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Discussion 
In this part we discuss our findings in relation to the theories and our choice of methods. We will 
both elaborate on the above mentioned in this part, but also take suggestions for further 
perspectives into account. 
In our analysis of the uses and gratification approach, we discovered that in order for the 
approach to apply, we had to analyze the same quotations many times. Thus, it can be argued, 
that we did not manage to gather enough valid empirical data from the focus group, in order for 
the approach to work entirely. We can see that the focus group did not give us sufficient material 
to provide a sufficient analysis, which could help us reach our target audience. Furthermore, the 
composition of the target group was arguably not preferable, as both Henry and Johnny do not 
fall within our target audience. This means that our data for the video’s improvement is only 
based on 60% of the focus group. This is an important point for future research and for the 
conclusions of this project, as to reach more valid results, the participants of the focus group 
should have been chosen with more consideration to the target audience of the video. 
Furthermore, the interview should have been kept more on topic, and the questions should have 
been more carefully defined. 
Furthermore, the question arises, whether the choice of the focus group as a method of interview 
has served the project’s investigation to its full potential, taking the choice of theory into 
consideration. A number of individual interviews might have given us more material to work 
with for further development of the video, as we could have gone more into depth in exploring 
the interviewees’ needs and motives for a cognitive sense of gratification. If we had chosen to do 
individual interviews, we should have interviewed different people who use the biking lanes. 
Furthermore, this could have given us a different in depth interviews, which possibly would have 
given a wider range of needs and motives. 
Another point to address is that most of the video was in English. Taking the above discussion 
concerning a more narrowly defined target group into account, it could be discussed, whether the 
video would have achieved more effect if it were in Danish. The analysis has shown that the 
Danes who bike in Copenhagen often, if not every day, understood the 
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this is the case, the video should probably have been made in Danish to further encourage the 
understanding of the preferred meaning. 
The use of the two theories, namely Stuart Hall’s theory of encoding and decoding (1997) and 
Windahl, Signitzer and Olson’s theory of uses and gratification (2009), has been useful, as the 
application of this project’s case to the two theories has helped us identify the need for a clearly 
defined target audience. Nevertheless both theories have critiques. 
Stuart Hall is a cultural theorist, and studying concepts such as norm and culture often raises 
several points of critique. Their intangible nature is very well reflected in their numerous 
definitions and applications (Wood, 1998). However, it is important to stress that this study does 
not presume to provide a cultural analysis, but rather it attempts to assess the cultural 
conceptualization relevant to the understanding of a representation. 
Windahl, Signitzer and Olson have been criticized for the main assumption of the Uses and 
Gratification model, namely that people seek media to satisfy a personal need such as 
entertainment (Lull, 2002). According to Lull, audiences do not necessarily benefit from the use 
of media and are not necessarily willingly and independently consuming media (ibid). Another 
relevant point of criticism is that the Uses and Gratification theory is considered ‘vulgar’, as it 
exaggerates active and conscious choice as well as the openness of interpretation (Chandler, 
1994). This means that audiences can obtain any kind of gratification, regardless of preferred 
readings (ibid). Although Uses and Gratification theory entails these points of criticism, the 
theory has been used mainly in this study to study whether the focus group learned anything 
from the video, namely the cognitive gratification, rather than to ask why the audience watches 
the video. From this discussion we will offer our final conclusions. 
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Conclusion 
The aim of this project was to investigate the potential the video carries in order to deliver its 
intended message to the target audience. This was carried out by conducting a focus group 
interview, which was analyzed based on the theoretical framework of Stuart Hall’s Encoding and 
Decoding, as well as the Uses and Gratifications theory. From the analysis of the focus group 
participants’ ability to decode our intended message, we concluded that their different socio-
cultural backgrounds had a large impact on their perception and understanding of the video. This 
resulted in very different heuristical readings, and thus a large mismatch in the derived meanings 
from the video.  
Elaborating on the analysis by looking at the participants’ possible gratification with our 
message led us to the conclusion, that the video gave gratification to almost all participants. 
Especially the humor of the video was understood by the participants and created a cultural 
gratification. However, we could state that none of them experienced a sense of cognitive 
gratification, which was important in the case of the video, because it sought to create cognitive 
reflection on their own behavior. We can thus conclude that the video lacks potential to deliver 
the intended message, in the sense that it was perceived mainly as entertaining rather than 
evoking reflection. In other words, the video has too much focus on keeping the audience 
attracted, which decreases the possibility for them to actually learn from it. 
As the video failed to create cognitive gratification with the focus group participants, we have 
reached two further conclusions. The first is that there is a mismatch between the effects and 
language of the video and how the target audience perceives it, as part of the intended message 
was not even understood by the interviewees that fell within the dominant reading category. 
Secondly, building on this conclusion, the target audience should have been more clearly defined 
before the video was produced and this study conducted. 
To sum up, the video holds some potential of delivering its intended message, however, a clear 
target audience must be defined, and changes must be made to the video in accordance with the 
target audience. 
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Appendix 1 – Transcription of the focus group interview 
This is a transcription of the focus group interview which consists of 31:41 minutes.  
Moderator: First, Thanks all of you for coming, it is really nice of you. So the whole purpose of 
this focus group is, for us to get an insight of your experience of biking in the city of 
Copenhagen, but also to give us feedback on, on how you will interpret the movie that we are 
going to show you which is about biking in Copenhagen. And so, yeah, at first we would like to 
take a round of presentations and, where you will tell us your name, where you come from, what 
are your occupation and your age perhaps. And then we will start, we will just give you some 
questions at first, show you the movie and then it will be an open discussion about the movie and 
what you saw. So we will try to guide you during the whole process, but, just feel free to talk 
about it and one after another because we are recording. And I think that’s all, so. Yeah, if we 
can start. 
Henry: Jeg hedder …….jeg er ……. onkel. Jeg er lige fyldt 60 år, jeg er inkaneret belist. Jeg 
kommer fra Amager og så er jeg ellers journalist. 
Observer: HC, can you do it in English? 
HC: Oh yeah. I am …... uncle I am 60 years old just had birthday this other night and I am very 
much a belist, I am a driver, and I never use my bicycle actually I should, but I don’t. 
Kate: My name is ……., I am 27 years old, I have lived in copenhagen for 7 years, but I have 
moved to Roskilde 3 month ago with my family. I have always  biked in copenhagen, but now I 
only bike in Copenhagen probably two weeks or two times a week. 
Kelly: My name is …..., I am 23, I am from Germany, and have lived in Copenhagen since 
August, and I bike everywhere to the trainstation, to go shopping, yeah, everywhere. 
Johnny: I am …., I come from Barcelona, I am living at RUC campus, Ehhh I have been here 
since August and I am leaving in December and I usually ride my bike between campus and 
Roskilde because it is free, and usually it is quite nicer than taking the train. 
Benny: Okay my name is …..., I am 63 years old, father of …., I am the most experienced biker 
of us all as I can understand, I have been biking in Copenhagen for 40 years, actually 45 years I 
tkink, so yeah, everyday nearly. 
Moderator: Okay, so maybe now that you have presented yourself and a little about your 
experience of biking in the city, maybe now you could tell about your general impression of the 
biking lane in the city,  if if how would you defined the biking lane in the city? 
Kate: Physical? 
Moderator: Yeah 
Henry:  I think bicycling  are excellent, especially when the bikes stay on the bike lanes. 
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Moderator: Sometimes they are not? 
Henry: Oh no, definitely not. 
Benny: There is always some problems with the light signal, the bicycles never follows the rules 
very often, and they are just using pavement also often if they are going fast. But i think that 
Copenhagen have done what they could, they have made all these bicycle roads, so you are quite 
safe on your bicycle, if it wasn’t for other cyclists, because some of them are going bloody fast 
and don't take care of other people and they are so fucking egoistic so to say. 
Moderator: So it is mostly for bikers there is a problem? 
Benny: Yeah. 
Kate: I think physical attributes of the bike lanes in Copenhagen are excellent. You have the 
high … the highways? 
Moderator: Highways 
Kate: Highways for bikes only and they  do a lot, but its only the physical things that they do, 
you know. 
Johnny: I would kind of highlight that it is interesting thing that car lanes and bike lanes are 
physically separated from each other in most of the cases, if not there is not a blue stripe in the 
middle of the road there is a separate lane and that allows as he said, cyclist to ride their bike 
quite safer, and I would define the whole situation like some kind of controlled madness because 
….. pedestrians, bikes and cars …. are all going all in the same direction and stopping… and all 
this stuff, but there is some kind of control. 
Moderator: You don't find that it is completely an anarchic somehow? 
Johnny: Yeah, it anarchic, but it is still control at the same time, if you know how to ride bike in 
Copenhagen you will ride a bike, but if you are a stranger you will probably have a hard time. 
Kelly: Yeah, I think as long as you follow the rules you are safe. In Germany I come from 
Frankfurt which is also a big city and there is very insecure and cars are very egoistic they never 
stop, but here (Copenhagen), Ehhh, I feel like it is very controlled. ehhh, that, When I first came 
I was a bit confused about what to do, but I realized if you follow rules and use the signs and 
then it always makes sense to me and if you do that its... 
Moderator: It wasn’t scary at first, when you arrived the first day in the city and you knew that 
you have to bike here, wasn’t it a bit impressive to throw yourself out? 
Kelly: I was a bit impressed by how fast they are driving or biking and also about those are signs 
that you has to put your hand up when you are stopping those things I had to copy from the 
others because nobody told me, and that you have to give all the signs that I think that you can 
use it really easy and yeah .. 
Moderator: Did somebody actually tell you about the signs or year, as you are saying you have 
to reproduce but nobody told you, yeah okay, you have to stop, you have to do that? 
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Kelly: No I adopted it.   
Moderator: Okay. So I think now that we have the general impression of biking in Copenhagen 
and your own experience. We are gonna show you the ehh ehhh little movie we made previous 
and and then we will discuss it. 
The video is shown. 
Benny: Not bad. 
Moderator: Not bad, that’s a good start. First of all, after seeing it right away, we would like to 
know what is your impression of the video, and what do you think that we are trying to do with 
our video. What do you feel like after having seen it? 
Henry: I think it a very very good film you have made. Very good. And I like the objective of 
the disciplining bicyclists. I think you are very very strict in only looking at the bike cyclists, you 
end up with this walking person crosses the bicycle lane and I think I think what we need in 
Copenhagen is an understanding between bicyclists, walkers and the other traffic. Because 
without this coordination of everything we will get riot? between bikes riot between walkers and 
riot between people going by car. But I think it is an excellent movie and I quite get the idea of 
it.   
Kate: I think that most people can also relate to the stereotypes that you use, you know like the 
mom with the big bike and you can’t get around them without going onto the other lane and 
having bicycles …. shouting at you, what the hell are you doing, don't get over here. And yeah it 
think it is very relatable. 
Moderator: And for people that don’t bike as well? 
Johnny: One thing that I missed in the video is the behavior of the cars, but so far I haven't seen 
cars as the problem in Copenhagen. Not in ether in Copenhagen or other cities in Denmark like 
Roskilde and stuff because I think they respect quite a lot bikes and  preferences and the target 
indicators and this stuff, so I thinks that cars is not the problem. But maybe there are different 
kind of cyclist inside this cycling community like the slow mom, the idiot the one who doesn't 
know how to bike, when he hasn’t been biking all winter and do not make any signs. Even 
though there are these problems, they still get from A to B without having a huge accident or a 
minor accident. And always there are these confused pedestrians, who cross the lane without 
looking. 
Kelly: I think it is also interesting that you are introducing the stereotype of people who are on 
the phone, while they are biking because this is something I have recognized here in 
Copenhagen, that many people are cycling while they are on the phone. And first I was a bit 
shocked Ehhh, because some people are talking on the phone, but some are on the internet like 
you in the movie. But I  don’t really fear that its a big problem because, I got the impression that 
still they know what they are doing somehow, so, it not something that makes me angry or 
anything, I just recognized, that it is something special in Copenhagen. 
Moderator: Okay, so you recognize yourself, like, not that you recognize yourself, but that you 
are familiar with all the situations we have showed for all bikers? 
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Benny: I think you lost one situation is this one on the racing bikes, with all the gear on, they 
have so much gear and their bicycles have to be so light that they can’t put a bell on, so they are 
just screaming at you and they go bloody fast. I think that one of the problems, especially for 
such an old man like me, I’m half deaf, so i don’t or even if they have a bell, its not always i hear 
them and then they are very angry. Because… And often you have to, they have to move forward 
and then you can wait at the next light signal then they are just standing there waiting for the 
light turning green, but some of them are very idiotic. and ehh another thing, I really like the way 
it was starting with explaining about wonderful Copenhagen, and then you turned over to these 
different kind of cyclist of Copenhagen, it was quite good. 
Moderator: Did it make you think of any other type of  movies, maybe? 
Benny: Year, one I have seen like a adveertising movie.. 
Moderator: Advertising?   
Benny: Movies about Copenhagen, how to sell Copenhagen to tourist. 
Moderator: Okay 
Benny: I think you miss one thing that situation, Henry was also talking about it also, that 
situation between bikers, people walking on the pedestrian and the cars, and the busses. Because 
there is a lot of confusion about when the busses are parking, people are moving about of the 
bus. Who has to stop, who has to wait. It looks like the Danish population don’t really know who 
had to stop and who had to wait for each other. It could have been good if you had put that 
situation in also. 
Kate: There was not too long ago, there was actually a, I think it was in tv avisen (the news) they 
had a kind of ehh short story about blind people in Copenhagen, and especially with the busses 
and so on. When they get out of the busses by the bike roads the bike are actually supposed to 
hold back. Many of the bikes don’t know this so they shout of all the people that came out of the 
busses including this blind man who was walking out with his stick and doesn’t know where he 
is a all. So, you follow this man for an entire day, and all the bikes never held back and they 
never stopped, and never ever did they say anything. They were just yelling and screaming, so 
thats actually true. It’s kind of incorporated in the idiot as well, isn't it? The shouting and yelling. 
Benny: My girlfriend, she’s from England. And she was also shouting at one bus passenger the 
other day and she didn’t know that it was her who had to stop. But she’s also talking about how 
safe it is to bike here in Copenhagen, compared with London for example. It’s bloody dangerous 
there. 
Johnny: Here one of the things I would highlight, I would consider bikes as another mean of 
transportation, as it could be a car, a bus, a train, or a plane. And bikes are so integrated both in 
Copenhagen and the rest of Denmark. Everyone knows their own space and there’s a bit of… 
from one space to each other, there’s this kind of conflict. It’s not a big conflict but it’s still 
something that can lead to a problem. ...a swear word and then in five seconds they forget about 
it.   
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Moderator: So you would say actually the conflicts on the bike lanes are mostly, not between 
bikers, but with other vehicles, being cars or pedestrians or… 
Kate: Busses. 
Moderator: ...Or busses? 
Kate: I think there’s also definitely conflict between the bikers, definitely. I don’t know one day 
that I’ve biked, or maybe one day, but not many days in Copenhagen when somebody hasn’t 
shouted because I didn’t put my hand out or because I stopped because I had to check on my 
daughter or whatever. There’s no tolerance really on the bike lanes. 
Moderator: So it’s about tolerance as well? You don’t think the people are.. Like the most 
annoying one is actually the idiot at the end in the movie you think? 
Kate: I think so, because they’re not tolerant. And they’re the ones that make my day a living 
hell. So, I mean, if one person screams at me in the morning when I’m trying to get my daughter 
to, I don’t know, ehh daycare or whatever, that will ruin the rest of my day or at least a couple of 
hours because “Oh my God, what an idiot, how could he scream at me for stopping to check on 
my daughter.” So small things but if you scream at me I get pissed. And I’m pissed for a really 
long time. 
Johnny: Also the one that I find most annoying is the one that just goes too fast. And it’s like, 
I’m not used to biking in the middle my country, because there’s uphills and downhills, and bike 
is not very useful there. You only use bike when you want to practice a sport. And I was like, 
making an effort to keep the speed that I was supposed to keep, I mean, just to arrive at the place 
at the time I was supposed to. And there were those bikers, superfast, behind me and ringing bell 
all the time and I was like please I’m just making an effort, don’t yell at me because I’m just 
practicing a sport here, it’s nothing that I’m used to do. 
Kelly: What I think is dangerous sometimes are the motorcyclists on the bike lane but I don’t 
know if it’s allowed…? 
Benny: They have to be on the bicycle road. If they are cubic, small motorcyclists, they have to 
be there. And that’s also a problem because some of them, you can’t hear them, they’re so nearly 
loudless. Or it’s my deafness, I don’t know. But I think, okay there can be problems with other 
cyclists, I think that’s a major problem. But you also have to take care, when you’re coming to a 
cross or something like that, when your cars have to go to the right side, especially with lorries, 
because…You have..you have to...you never trust any car or any lorry. I always try to go very 
close and then I look up on the driver and have an eye contact with him so that I’m sure he has 
seen me, instead of insisting on my rights to go first. Because it has killed so many people here 
in Copenhagen. If you just: “I’m on my way, they have to wait for me”. That’s one thing and 
also sometimes, from a minor road going into a bigger road and people have to wait… Very 
often they bring their car and place it in the middle of the bicycle path. And they’re not allowed 
to do that but they do it so you have to you have to stop or turn to the right and cycle on the 
pavement. 
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Moderator: So you think actually in our movie we should maybe include more...more of those 
stereotypes like to make the picture larger? Should we show all this in the movie to make it more 
understandable? 
Kate: It depends on your focus and your purpose. 
Benny: Exactly. 
Kate: ‘Cause if your purpose is that this is gonna be..this should be a video that is shown, like 
for example the Call Me commercials with “tal ordentligt”, I think the whole slogan is, then it 
should be shorter and you don’t have time for all those stereotypes. But if you want it to be 
something that is shown every once and awhile then you can always include more stereotypes. 
Henry: I think actually you could take the stereotypes, the bicycling stereotypes and connect 
them with the stereotypes of the walking people and driving people. Because every group has 
this very little minority who do whatever they want. And they don’t give a shit of anybody. 
Moderator: Being a pedestrian, being a biker…? 
Henry: Yeah there’s really not a big difference. And each group stick very much to their rules, 
according to the other ones. 
Benny: Exactly. Exactly. 
Henry: So you get these conversations where both of them say: “I have my right, I’m gonna 
stick to my right. And that confuses the traffic. And that makes people angry and arguing. And I 
would say of course cars are the dominating thing, among these pedestrians and bikers, but it is 
very very frustrating sitting there on a light, making a turn and have a bicycle come by and clap 
his hand firmly on the roof. I mean you sit there and boom what’s happening. And bikes do that 
very often. As soon as they say “Heey he didn’t do exactly what I wanted”. You get it right 
away. And I mean pedestrians walk over for red light and if a bicycle drives into them, they 
argue that the bicyclists are dumb. But I think what you did there was perfect. I wouldn’t put 
there any more stereotypes, I wouldn’t put a whole lot more. Maybe one scene, kind of 
connecting the three types of, or four or five types, how many you could count… 
Johnny: or maybe everything that every single  …. the recording is not clear enough to make 
sense out of.   
Kelly: Yeah I would also include more situations but not more stereotypes. But also the situation 
when you have to stop, because people are getting out of the bus and those smaller situations. 
Moderator: Should I call those conflictual situations? 
Kelly: Yeah. 
Benny:  But I’m a little bit doubtful of what you are trying to explain with the movie. You have 
a message? I can’t see the message. 
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Moderator: That’s what we’re gonna try with this focus group somehow… So, but did it make 
you think about your own behavior, as well? Because you could see the others’ behavior but 
what…? 
Benny: I can see myself, to be honest, I can also be shitty sometimes. I can see myself in all 
these stereotypes, to be honest, of course I can. 
Johnny: I would be the driver (laughing). 
Benny: But I have stopped knocking on cars. Because I did it once and he followed me and he 
turned down the window and “You want, you want… I kill you if you do it again!” And since 
then I’ve never done it. 
Henry: That’s good. 
Benny: The other day i was cycling together with, in the way to work on the bicycle road and 
there was some construction works going on on the pedestrian and the then there came a man 
who was out jogging and he wanted, just went out on the bicycle part, and I couldn’t move 
further to the other side because there were two cyclist there, and when he passed me he could 
pass me without touching me, he just did like that (punching movement with his hand), bloody 
fool, I haven’t done anything, I couldn’t do anything.   
Kate: once there was a guy who punched me down from my bike, because I was biking on the 
grass next to the sidewalk because i couldn’t cross the street, so I figured okay, so i bike down 
there from the grass and then I cross the street where the pedestrians were, so yeah, he punched 
me down from the bike. But I think that’s the thing about stereotypes, you can probably always 
relate little bit to some or at least most of them in some way. Me at least, I have really hard times 
seeing myself in just one stereotype. Probably a mix between the mom and the idiot. (laughing) 
Moderator: But do you think this video could make you change your own biking behavior? In a 
way? Any way? 
Kate: I would think about it probably for days. For some days. 
Benny: I’ve been thinking about all these different types of behavior and behaving so… I don’t 
think it will change my way of behaving on a bicycle. 
Moderator: But yeah, what would you say, what is needed for cycling lane to be… Yeah, what 
would be the only thing you would like to change about cycling lane, which is not now? For 
example in the behavior of people? 
Benny: It could be good if the car wasn’t allowed to go into… (laughing) 
Moderator: We would have all the space. 
Henry: I agree. I think we should split the traffic and have cars going by themselves, bicycles 
going by themselves and pedestrians going by themselves, and even the trucks going by 
themselves. 
Benny: But we can’t afford it. 
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Henry: No, that’s way too expensive. But I would say, normally most people going by car would 
say that people going on bicycle never obey the law. They go down wrong way by any street, 
they go over for red, they drive without lights, they don’t use the signals, not… never. I would 
say bicyclists need to be disciplined according to the law. Which would give them a better 
situation against the other… cars. Because cars do not go the wrong way the street, they do not 
go without lights. If you go on a dark road and suddenly there pops up a bicyclist just two meters 
in front of you with no lights, I mean you can hear your heart hammer outside the windows! And 
I think the people should obey to common rules. No matter where they are. 
Moderator: Should it be also, maybe a greater understanding of each other’s behavior and 
maybe being more relaxed as well, not taking the dangerous side in count but maybe…? 
Henry: I think the more everybody accepts the common rules, the easier it is to get the solidarity 
and friendship between the groups. It’s set of rules of how people behave when they’re together. 
The better we all understand that, the better the traffic would be. 
Kate: I think a huge problem… I think you’re absolutely right. I think one big problem in 
Copenhagen is the culture here. Everybody is so busy and everybody thinks that they’re the most 
important thing and my calendar is the most important thing and I need to get there in five 
minutes and I’m already late. And then they forget all about the rules. They forget all about the 
consequences. So probably a combination between teaching them about the rules and why the 
rules are there also. And a communication of also, probably this type of… If you could run it on 
TV, it’s been done in other situations, it can just make people aware of this problem. So it’s a 
combination of making people aware of it and educating them on how can we do this differently 
and why do we have these rules. 
Benny: Yeah, we will always have these three types of… You have cars and pedestrians and 
bicycles, we will always have it. We can’t separate them 100%. We could maybe, we can ask 
ourselves what can we do to make it safer for the pedestrians and cyclists. And maybe we could 
start some speed control and that the cars are not allowed to go faster than 30 km/h in the city 
area. And we also have to do something with these very fast bikers. So we must like some, 
what’s it called, a bump or something on the bicycle path so they can’t go so fast. 
Kate: Like we have for the cars. 
Benny: Yeah. 
Kelly: But I think if the purpose of your movie is that people should see themselves in the 
movie… I think for all of us it’s like we don’t see ourselves in one of the stereotypes. Like she 
said that it’s a part of every stereotype. So if you would use situations like driving without light 
or don’t stop on the bus, when people are getting out of the bus, then people would recognize 
their behavior in the movie and maybe that would make them think about their biking behavior. 
Kate: It’s different with communication, because if you use stereotypes you always get some 
kind of response. You always know that people will laugh because this is totally exaggerated on 
this type or that type. But it gets people’s attention. But if you wanna, as you said, if you wanna 
make something where they actually think about their own behavior reflectively, instead of 
thinking other people’s behavior, then it would be good to take some of the situations where 
things actually always go wrong. Like the buses. Always. 
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Moderator: Okay but not like the road safety advertisement… 
Kate: I think that’s police’s job. And they should do more of it. Especially in the Copenhagen 
area. 
Moderator:  Okay, so I guess we’re coming to an end. So what we understood of the discussion, 
I guess, is that our movie is addressing stereotypes and people can relate to it. Yet there is some 
stuff to be done about how we address and how we want people to reflect on the topic. And so if 
you have anything else to add…? Then, thanks a lot. 
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EDUCATING OUR CYCLISTS 
Do you remember the last time you got annoyed on the biking lane? Maybe you were trying 
to hurry because you were late for work but a huge Christiania bike was blocking your 
way? Or perhaps the guy cycling right in front of you didn’t raise his hand as a sign for 
stopping and you almost ran into him? Trust me, we have all been there.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  Photo: Jason Jean Henri Moisio 
 
On the biking lanes of a big city like Copenhagen, you can come across with all kinds of 
behavior. Some cyclists act like they own the biking lane and others tend to ring their bell 
whenever they get the chance for it. Some only care about reaching their destination as fast as 
possible, while ignoring the rest of the traffic. It is often forgotten, that we share the same space 
with others, and this supposedly impacts the cycling experience in a negative way.  
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A group of students from Roskilde University decided to investigate how to tackle this 
phenomenon with the help of communication. The point of departure for their research was the 
assumption that the source of conflicts among the cycling community was found within the 
attitude of the cyclists. Asbjørn, a member of the study group, explained to The Murmur, that the 
main communication problem lays in how to address the cyclists to reflect on their cycling 
behavior: “They simply don’t realize that there’s something wrong with their behavior. That is 
why we need to show them, that from the perspective of the other bikers, their attitude can 
appear unacceptable, and vice versa.”  
 
The group then produced a short video representing what they perceived as the most annoying 
types of behavior on the biking lane and presented it to an illustrative sample of their targeted 
audience. The aim was to see whether the video works as intended and actually makes the 
audience think about how they could make the biking experience better for everyone. As a result, 
the audience was entertained by the video, but could only partially relate to the portrayed 
stereotypical characters. Instead, they came up with a variety of other habits on the biking lane, 
which they have perceived as obnoxious and irritating.  
 
The research clearly shows that there is an acknowledged behavioral problem on the biking 
lanes. The participants of the study, who also belong to the cycling community of Copenhagen, 
agreed that there is need for clarification on how to act in certain situations. Especially the 
situation, where a bus stop is located right next to the biking lane, seemed to cause confusion. 
Should the descending passengers or the cyclists on the lane go first? Just to make it clear for 
you: The passengers have the privilege.  
 
So how can we fix these behavioral problems? How can the biking experience be improved? One 
of the participants of the study, Kate, 27, suggests the following: “It’s a combination of making 
people aware of it and educating them on how can we do this differently.”  
 
Now that you’re aware, you can make the difference. 
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Communication Plan 
 
Where is the article to be published, and what type of publication is 
concerned? 
The article will be published in the online media platform of The Murmur, which is a fairly 
new  (first launched in June 2014) and free monthly newspaper based in Copenhagen. The 
Murmur is written in English and destined to a cosmopolitan audience, including both english 
speaking Danes and foreigners, therefore, reaching a wider readership. The Murmur editorial 
follows the line of alternative journalism. We understand the aforementioned term as a media 
organisation which may be commercial, but which target quality content over commercial 
purpose. But also, it involves the contributors will to provide news and information that the 
public needs to understand and presumably enhances democratic. The content offered by The 
Murmur comprehends original and long articles. They also leave a big part reserved for opinion 
articles. The focus revolves mainly around Danish society and culture within an international 
perspective. By publishing the article on the internet we are aiming at a bigger audience, than if 
we were about to print it in a paper form, it also enables the readers to share it in the social media 
and write direct comments. 
 
Who is the target group?  
Considering the nature of “The Murmur”, the target group, which the article has been addressed 
to, encompasses people who are interested in political, cultural and sociological affairs of the 
Danish society. The reader is obviously an English speaking person, as the content is in this 
language, so the audience includes both English speaking foreigners and Danes. Furthermore, the 
target group for the article involves internationally-minded people, who are understood as 
cosmopolitan with a certain level of understanding of the current global challenges. All in all, the 
article is addressed to everyone who is interested in the biking culture of Copenhagen, but also to 
people who are not yet aware of this phenomenon.   
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What are rhetorical means used in the article? 
The first rhetorical element is seen in the title of the article, as the audience is included in the 
subject matter by including ‘our’ cyclists. Since “The Murmur” usually addresses issues related 
to the society and culture of Copenhagen, the reference to the cyclists of Copenhagen is assumed 
to be understood by the reader. Next, the introduction is addressed directly to the readers, and by 
asking questions related to their own experiences the aim is to make them reflect on the topic. 
This is done in order to capture the readers’ attention and make them read further. In addition, 
the article ends with ‘Now that you’re aware, you can make the difference’, which is supposed to 
evoke the reader to act upon the topic. Addressing RUC as an institution for research enables the 
findings in the article to be verified by their academic nature. However, the main point is to 
transfer the findings of the research from an academic language into an understandable language 
for the general public. This is crucial in order to convey the findings, so the readers of “The 
Murmur” can comprehend these findings and make sense of them. This is done by, for example, 
quoting one of the participants of the focus group along with one of the authors of the project, 
which also makes the article more true to the findings. 
 
What is the target group expected to get out of the article? 
After reading the article, the target group is expected to find out that a research has been done 
focusing on the behavior people represent on the biking lanes of Copenhagen. They are expected 
to realize that people do not mostly consider their own behavior as a factor, that can influence the 
biking experience of others. The purpose is to highlight the need of focusing on how one acts 
when biking, so the readers can possibly rethink their own behavior on the biking lanes. In that 
way, the biking community of Copenhagen could possibly contribute to improving the cycling 
conditions of the city by reshaping their behavior. Furthermore, the article could supposedly also 
inspire other people to work with the matter of behavioral change in the biking culture. 
 
 
 
